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Abstract 
To empirically prove that there are gender differences in the way online consumers react to online marketing communication 
attempts, the present study builds on a previously tested and validated empirical model showing the influence of online marketing 
communication on behavioral intentions by continuing in a SEM approach. Significant differences between male and female users 
are found and implications online communication practitioners are discussed, together with strategic proposals stemming from 
these novel results. 
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1. Introduction 
Online marketing communication has become essential in the last decade, as information and communication 
technologies (ICT) has spread among the general public, as a result of both accessibility and lower cost. More than 
79% of the EU population use the Internet regularly (Eurostat, 2014). At the same time, the increasing presence of 
women on the Internet has made gender relevant for e-business.  
Since the use of information and communication technologies strongly influences the way that enterprises are run, 
information is shared with business partners, internal communication is organized, and customers are communicated 
with, gender targeting in the online environment has become compulsory and empirical research in the information 
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systems (IS) literature should be complemented with improved designs for content distribution and richer studies on 
user interaction with various marketing stimuli. 
In marketing research in general and consumer behaviour modelling especially, the study of control variables 
indicating consumers’ social and demographic characteristics is a must. Gender, a key variable in marketing 
segmentation and research often indicates different responses from males and females in using the Internet for online 
shopping, communication and relationship management (Chan et. al., 2015). A better understanding of the moderating 
effects of gender on various consumer intentions in an online communication context can yield results of both 
scientific understanding and practical relevance. By continuing the work on a previously tested and validated 
conceptual model (Perju-Mitran et. al., 2014), examining the effect of a variable such as gender by complementing 
the research on the model previously confirmed on a sample of 1097 Romanian Internet users, reveals results that may 
aid researchers in explaining the inconsistencies of prior online marketing communication research, as well as provide 
practitioners with a better understanding of gender preferences and likely responses in an online communication 
context. 
The research on gender differences in the way consumers reach the intention to further inform themselves, share 
information or become loyal to a company as the result of online marketing communication efforts, should enrich the 
theoretical understanding of the particularities of online user behavior and empirically underline and demonstrate 
differences in behaviour which can be employed in the design of future specific online marketing communication 
strategies.  
This paper’s aim is to explain how men and women differ in both their perceptions of online marketing 
communications messages the result of these perceptions, manifested as intentions to use the information, distribute 
it, or become loyal to a company or brand. In order to meet the paper’s objective, a multi-group structural equation 
modeling approach is used in order to compare men and women and allow for a straightforward discussion of strategic 
alternatives that can be suggested for an online communication context for each gender. 
2. Theoretical background on gendered perceptions of online marketing communication 
From a commercial perspective, success in the online environment depends in large part on company familiarity 
with the size, characteristics, and demands of the Internet user market. Thus, better understanding of who is using the 
Internet, what they demand from it and how they behave in an online context is crucial for businesses looking to 
establish an effective online presence.  
 
Research efforts directed towards gender differences in general advertising effectiveness indicate clear differences 
in beliefs, attitude formation and behavioral intent (Wolin and Korgaonkar, 2003). Furthermore, the specificity of 
online media provides opportunity for users to engage with marketing communication efforts differently, thus an 
assessment of similarities and differences between traditional media advertising and web advertising is critical.  
Just as usage motivations differ across gender (Grubbs Hoy and Milne, 2010), the attention paid to gender 
differences is also important when it comes to behaviorally targeted online advertising. Noting that communication 
and information are the dominant motivators in the use of ICT, the specific motivators and their weight in influencing 
the intention to further inform oneself, share marketing information or become loyal as the result of an online 
relationship with a specific brand in men and women would allow for gender targeted strategic alternatives in brand 
positioning and other online marketing communication efforts. 
Both male and female users may perform differently in their online activities such as communicating with others, 
viewing photos and videos, tracking people, events, posting or forwarding information, playing online games, reading 
and sharing promotional information with others (Luna-Nevarez and Torres, 2015). For instance, men and women 
become loyal in their behavior for different reasons, as a lesser influence of trust on loyalty towards Internet service 
providers, while effects of satisfaction on commitment and of trust on loyalty are stronger for men than for women 
(Sánchez-Franco et. al., 2009). 
Riegner (2007) found that consumers perceive emotional and practical benefits in participating in electronic word 
of mouth activities and recognize that they pose a great influence over the products and brands they consider when 
intending to make a purchase. Wolin and Korgaonkar (2003) found that although men were more likely to make online 
purchases than women, the latter indicated a stronger preference for choosing shopping sites compared to men, 
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suggesting that women might be more likely to use shopping sites to further inform themselves and for enjoyment 
purposes, then purchase in the more traditional setting.  
Therefore, intentions to forward information in the online environment, intentions to further inform oneself by 
either visiting a company’s website or searching for details, and intentions to become loyal to a company with online 
presence as a result of advertising deserve further investigation with regards to their variation in the case of each 
gender. 
3. Research model and hypotheses 
Based on the literature and the results obtained through previous research (Perju-Mitran et. al., 2014), we chose to 
explore the effects of gender on the previously proposed and validated model (Fig. 1). 
 
Figure 1. The influence of online marketing communication on behavioral intentions (Source: Perju-Mitran et. al., 2014) 
The questionnaire contained a dichotomous gender question (binary variable: male = 0, female = 1). Grouping by 
gender consisted of 69% female respondents and 31% male respondents.  
In order to see the strength of predictive variables in each of the cases, Gender must be introduced in the model as 
a control variable, in order to see if it poses an influence on the relations assumed within the model. To this end, we 
hypothesize that: 
H1: Previously hypothesized direct and positive model relations are maintained regardless of gender. 
To determine whether there is a statistically significant difference in the causal relations between the two gender 
groups and see if the model relations vary in intensity according to respondent gender, we hypothesize that: 
H2:  Effect sizes of model relations vary from one gender to another. 
In order to verify H2, a restricted PLS regression algorithm (structural equation modeling by means of the partial 
least squares method) model analysis will be performed for each gender group. 
4. Data Analysis and Results 
The proposed model was analyzed with the help of WarpPLS 4.0, a nonlinear variance-based structural equation 
modeling software tool. Assuming that causal relationships defined in the model are significant regardless of gender, 
the model was redefined by introducing the variable “Gender” and drawing causal relationships between it and each 
latent variable in the model. Then, based on the new values of  and p for the Gender control variable, all previously 
hypothesized connections were re-evaluated (Table 1). 
Table 1. Path coefficients and p values after introduction of “Gender” control variable 
Trust 
Usefulness 
Informative 
character (Inf) 
Relevance 
(Relev) 
Attitude (Attit) 
Intention to further inform 
oneself (Intinf) 
Intention to forward the 
information (Ifwd) 
Intention to become loyal 
(ILoyal) 
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 Trust Usefulness Inf Relev Atit Intinf Ifwd ILoyal 
Trust         
Usefulness 
  
0.808 
p<0.001      
Inf         
Relev         
Atit 0.390 
p<0.001 
0.426 
p<0.001 
0.276 
p<0.001 
0.445 
p<0.001     
Intinf 
    
0.703 
p<0.001    
Ifwd 
    
0.633 
p<0.001    
ILoyal 
    
0.635 
p<0.001    
“Inf.” represents the informative character, “Relev.” Relevance, “Atit” Attitude, “Intinf” Intention to further inform oneself, “Ifwd” Intention to 
forward the information and “ILoyal” Intention become loyal  
As it can be seen in Table 1, hypothesis testing in case of the "Gender" control variable, the causal relationships in 
the analysis remain valid regardless of gender. We can thus affirm with certainty that H1 is confirmed and therefore a 
favorable attitude towards an online marketing communication effort will exert direct and positive influence on 
intentions (to further inform oneself, to share information, to become loyal to the company), regardless of the user's 
gender. 
An overall image of the structural equation modeling (SEM) approach in both cases can be seen in Fig. 2.  
In order to test the relationships in the case of control groups, each relationship was be analyzed separately for both 
the male group and the female group. However, for such a comparison to be statistically valid, it must take into account 
the path coefficients and effect size, represented by Cohen's f squared coefficients (Cohen, 1988) calculated as the 
absolute value of the contribution of latent predictor variable to the r squared coefficient of the criterion variable (0.02-
0.14 small effect, 0.15-0.34 medium, 0.35>  high effect). If p value is respected and there are significant differences 
in effect size between the two groups, we can state whether there is a stronger connection for a particular group or not 
(Table 2).  
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Fig. 2. SEM model for men (A) and women (B) 
Table 2. Path coefficients (top value), p-value (middle) and effect size (bottom) by Gender.  
Male Female 
 Trust Usefulness Inf Relev Atit   Trust Usefulness Inf Relev Atit 
Trust      Trust      
Usefulness 
  
0.813 
<0.001 
0.834   
Usefulness 
  
0.818 
<0.001 
0.478   
Inf      Inf      
Relev      Relev      
Atit 0.165 
0.001 
0.104 
0.408 
<0.001 
0.325 
-0.078 
0.200 
0.058 
0.378 
<0.001 
0.272  
Atit 0.449 
<0.001 
0.209 
0.430 
<0.001 
0.191 
0.295 
<0.001 
0.117 
0.438 
<0.001 
0.435  
=0.59  
R2=0.35 
(p<0.01) 
=0.76  
R2=0.57 
 (p<0.01) 
=0.66 
(p<0.01) 
=0.41 
(p<0.01) 
=0.08 
(p=0.2) 
=0.91 
R2=0.83 
(p<0.01) 
=0.16 
(p<0.01) Trust 
Usefulness 
Inf 
Relev 
Attit 
Intinf 
Ifwd 
ILoyal =0.38 
(p<0.01) 
A 
=0.69  
R2=0.47 
(p<0.01) 
=0.64 
R2=0.41 
(p<0.01) 
=0.66 
(p<0.01) 
=0.43 
(p<0.01) 
=0.29 
(p<0.01) 
=0.82 
R2=0.67 
(p<0.01) 
=0.45 
(p<0.01) Trust 
Usefulness 
Inf 
Relev 
Attit 
Intinf 
Ifwd 
ILoyal =0.44 
(p<0.01) 
B 
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Intinf 
    
0.591 
<0.001 
0.349 
Intinf 
    
0.686 
<0.001 
0.511 
Ifwd 
    
0.658 
<0.001 
0.433 
Ifwd 
    
0.664 
<0.001 
0.384 
ILoyal 
    
0.756 
<0.001 
0.572 
ILoyal 
    
0.637 
<0.001 
0.345 
 
 
From Table 2 we note the confirmation of H2 with the following differences in effect size: 
 The direct and positive relationship between the informative character of online promotional messages and 
perceived usefulness of these messages is greater in men, with a significant difference in intensity between the two 
groups. 
 The direct and positive relationship between the level of trust in promotional messages sent online by companies 
and attitude towards these messages is greater for women, with a significant difference in intensity between the 
two groups. 
 The direct and positive relationship between perceived usefulness of online promotional messages and attitude 
towards these messages is greater in men, with a significant difference in intensity between the two groups. 
 The direct and positive relationship between the informative character of online promotional messages and attitude 
towards these messages cannot be validated for males, p value exceeding 0.05. 
 The direct and positive relationship between the perceived relevance of online promotional messages and attitude 
towards these messages is more intense for women, with a significant difference in intensity between the two 
groups. 
 The direct and positive relationship between attitude towards online promotional messages and intent to use the 
information is more intense for women, with a significant difference in intensity between the two groups. 
 The direct and positive relationship between attitude towards online promotional messages and intent to distribute 
the information does not show a significant difference in intensity between the two groups. 
 The direct and positive relationship between attitude towards online promotional messages and intent to become 
loyal to a company or brand is greater in men, with a significant difference in intensity between the two groups. 
5. Conclusions  
Previous research has shown that there are gender differences in the way consumers interact with promotional 
messages and respond to them, with particularities for the online environment, give its interactive characteristics, 
although every potential customer is prone to respond to promotional messages per se, no matter the channel they are 
received through. A relevant question was whether perceptions of online promotional messages yield specific results 
in an online context and whether the results of these perceptions are different in men and women users. 
5.1. Theoretical implications 
The results of the study suggest that men and women respond to marketing communication in the online 
environment for slightly different reasons According to the results, women manifest more favorable attitudes towards 
the messages that inspire confidence and are relevant to their interests than men and are more prone to extra 
information, while men manifest more favorable attitudes than women when they perceive the usefulness of messages 
received and they have a an informative character and more easily manifest the intention to become loyal to a company 
or brand, when they possess a favorable attitude towards it. 
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5.2. Practical implications 
In the positive associations between characteristics of the message and the users' intentions, certain links show 
stronger effects for some groups, generating practical implications that can be used in the formulation of strategic 
options aimed at online communication. Thus, according to socio-demographic and economic criteria for the 
delimitation of the online consumers, the following strategic options will generate favourable reactions according to 
the user’s gender: 
a) Men - strategies for highlighting informative character and usefulness, with cognitive and symbolic level 
interventions through an objective placement. In this case, in the communication process, the focus will be on the use 
value of the brand; loyalty strategies will be applied in particular, as the attitude - intention to become loyal link is 
stronger in the case of men. 
b) Women - strategies for trust building and personal relevance. Women seek additional information if brand 
positioning seems trustworthy and relevant to their interests, so affective and conative level interventions will be better 
appreciated, focusing on the emotional and symbolic positioning to highlight imaginary brand functions and allow the 
user to assert themselves socially by association with the respective brand. 
5.3. Limitations and future research 
Although different online usage behaviors and other socio-demographic characteristics have been delimited in the 
survey, this research was focused only on gender differences. In this sense, more research is necessary to determine 
how these gender differences might be explained through a model which includes more determinant factors such as 
personal and situational issues like culture, Internet access and IS experience, age, income, etc. Also, despite the 
obvious hedonic nature of some online messages, we have neglected perceived enjoyment by focusing on more 
utilitarian aspects of online marketing communication perceptions such as usefulness, relevance, trustworthiness and 
informative character.  
 
To sum up, the previously validated model is maintained regardless of gender, though there are notable gender 
differences in the response to online marketing communication stimuli. A possible future research attempt could be 
directed at expanding the model and understanding how the outcomes could be further used to stimulate consumers to 
respond favorably 
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